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Abstract
Currently, Business-to-Consumer Electronic Commerce, Business-to-Business
Electronic Commerce and Electronic Business are widely adopted as new strategies
to gain more business advantages over the competitors. Nevertheless, the success in
deploying such electronic business applications does not rely only on business
contribution but involves many business factors as well.
The purposes of the study are mainly to identify the potential common and specific
factors dealing with the success of implementing Business-to-Consumer Electronic
Commerce, Business-to-Business Electronic Commerce and Electronic Business, as
well as to provide the guidelines for achieving the development of these
applications. Principally, the factors are organized into a class of factors: policy
factors, organization factors, human resources management factors, business
factors, customer relationship management factors, technology factors, security
factors, and environment factors. Finally, the results of the study will give a useful
direction for the future development of Electronic Commerce and Electronic
Business in the business environment.
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1.

Introduction

Electronic commerce has become one of the most popular tools to gain competitive
advantages over other organizations. It is being used to develop new markets,
interact with customers, communicate with trading partners, and primarily to
increase sales [1,2].
From a consumer and business aspect, electronic commerce can be classified into
two perspectives: business-to-consumer and business-to-business perspective [17].
However, for each perspective of electronic commerce, the success or failure of its
implementation is dependent on some key success factors. It is important for
organizations to consider these critical success factors, which might affect the
success or failure of their own implementation of electronic commerce.
In recent times, to enhance the efficiency and effectiveness of their business
environment, some organizations use electronic business to rebuild their business
strategy and transform a traditional business practice into a new application, which
facilitates transfer of information among the organization’s stakeholders [10].
At present, electronic commerce has already been implemented by several
organizations. Electronic business has been used to carry out business strategies.
However, the nature of their applications is different in terms of characteristics and
implementation. To develop a complete organizational application, which includes
business-to-consumer electronic commerce, business-to-business electronic
commerce, and electronic business, organizations should pay attention to some
common and specific factors before implementing the system [5].
Because of the special characteristics and implementation of business-to-consumer
electronic commerce, business-to-business electronic commerce, and electronic
business, the key factors that affect the success or failure of implementation are
different for each type of application [3,4,14]. According to the implementers’
point of view, these critical factors should be identified and clearly understood.
Otherwise, achieving success with their implementation will be difficult.
Among these important factors, there is a group of common and a group of specific
factors that affect the implementation of business-to-consumer electronic
commerce, business-to-business electronic commerce, and an electronic business
system. To succeed in the implementation of these systems, organization should
recognize these common and specific factors so that they can deal with their
operations.
The main objective of this study is to identify the common and specific success
factors for the implementation of business-to-consumer electronic commerce,
business-to-business electronic commerce, and electronic business (see Appendix
for definitions). In addition, the study will provide effective guidelines for
achieving business success using the common and specific success factors for
electronic commerce and electronic business.

260

Electronic Commerce and Electronic Business Implementation Success Factors

2.

Background

Success Factors
Success factors have been used to identify information needs, to list and describe
elements critical to program and system success, and to help define and focus
management’s responsibilities and efforts. Griffin and Kenneth [8] write “Success
factors are the limited number of areas in which results, if they are satisfactory, will
ensure successful competitive performance for the organization. They are the few
key areas where things must go right for the business to flourish. If results in these
areas are not adequate, the organization’s efforts for the period will be less than
desired.” According to Rockart [16], “the success factors are areas of activity that
should receive constant and careful attention from management. The current status
of performance in each area should be continually measured, and that information
should be made available.”

Previous Studies Related to Success Factors of Electronic
Business
In the successful implementation of electronic business, many factors are involved.
Hoard [9] advises an approach of using of an electronic business. This approach
consists of the following three phases:
Phase 1: Identify the business opportunity
Determining where the organization falls in the matrix of electronic business can
help the organization identify the business opportunity. Use of a matrix can also
identify the kinds of technology and business partners, which can help the
organization to achieve its goals.
Phase 2: Select the technology infrastructure
Different electronic business opportunities demand different technology solutions.
After identifying the business opportunity, the next step is to look for places where
an organization can capitalize on its existing technology infrastructure. For
example, a tool that can enable web applications would require network bandwidth,
computer security, and applications to make electronic business a reality.
Phase 3: Implement the electronic business solution
This phase involves complex technology and organization issues. It is important to
make sure that a solution is tightly integrated with other systems and operations.
The implementation also needs to have the partners, customers, suppliers, and
employees built into it.
Newton [14] also suggests the critical business success factors in an electronic
business implementation based on Kalakota and Robinson’s framework of
electronic business [10], mentioned above. The three areas that affect the
implementation of electronic business are the following:
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1.

Business Trends

•

Enterprise Collaboration

Being an electronic business means collaboration with Internet-enabled trading
partners. To succeed in the digital environment, the electronic business must
understand and include changes to its core trade processes and strategy plan.
•

Customer Relationship Management (CRM)

In the electronic business world, the customers expect seamless integration between
sales and service, demanding customer service before, during, and after the sale, in
a consistent and reliable manner. They demand flexible and convenient product and
service delivery. To succeed, the electronic business must ensure quality and
consistency in all aspects of the customer relationship.
•

Identifying Return on Investment

Becoming an electronic business represents a huge amount of investment.
Measurement and proactive control of the electronic business is important for
survival. The measurement of return on investment is vital to understanding its
future direction.
2.

Organization Trends

•

Specialization

Running an electronic business means that the organizations must focus on what
they do best. It relies on developing product, brand and market share. To achieve
higher profit in a global market, the electronic business must specialize.
•

Skill Management

The capability of any company to form high-performing teams to deliver results is
one of the critical success factors. The Internet enables electronic business to utilize
the resources of external organizations and project teams to truly become the virtual
enterprise.
•

Process Visibility

By utilizing information to provide process visibility, customers and employees
have access to every stage of the product or service life cycle. When a production
process is visible, customers may inspect and interact with all aspects of the product
as it moves through the cycle. Aspects include specification information, pricing,
and material availability.
•

The Learning Organization

Electronic business demands a culture of continuous innovation. To sustain growth
and quality of service, the organization must drive an environment of continual
learning amongst its employees.
3.

Technological Trends

•

Managing Security and Standards
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Transactions among trading partners, customers, and suppliers must be secure and
non-refutable. Electronic business demands standards between trading partners, a
common language, which enables exact and efficient processing of transactions.
•

Enterprise Integration

The effective use of information entails integrating the technology within an
organization. The electronic business application must be aligned with the back-end
systems to provide total integration for the electronic business and for the customer.
•

Technology Convergence

The electronic business will utilize all types of communication transport as an
integrated service. Efficiencies are found in user convenience.

Previous Study Related to Success Factors of B2C E-Commerce
Carton [3] claims that to make business-to-consumer electronic commerce
successful, special attention must be paid to privacy and loyalty of customer; the
organization should ensure the following:
•

Build Trust

To build customer loyalty, an organization must first build trust. The organization
should be open, honest, clear, and concise in terms of letting the customer know
what it will do or will not do.
•

Provide Added Value

The organization should provide added value, which actually makes the
customer’s life more interesting.
•

Give Customers a Choice

The organizations should make sure that the customers are given enough choices
and are allowed to make decisions themselves.
Deal Consulting [7] also suggests the following areas of concern when
implementing business-to-consumer electronic commerce:
•

Transaction Software

The transaction and payment software must perform correct calculations,
especially with respect to taxes and shipping costs.
•

Site Maintenance

The organizations should have enough trained programmers to maintain the web
site.
•

Security

Details regarding personal information and data regarding electronic money
transactions must be highly secure.
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Previous Study Related to Success Factors of B2B E-Commerce
Chan and Swatman [5] studied the key factors involved in implementation of
business-to-business electronic commerce in BHP (Broken Hill Proprietary
Company Limited) Steel and present several factors influencing its implementation.
The following section gives details about these factors:
1. Internal Factors
•

Commitment

Commitment has been identified in many information technology implementations
as the major factor influencing the success of the implementation. In business-tobusiness electronic commerce as well, it is identified as one of the most significant
factors contributing to the progress of the implementation.
•

Trading Partner Participation

Electronic commerce is about electronic trading between companies. The
participation of trading partners is vital to the success of the implementation. A
good relationship and trust between the two parties, who will work together, have
been shown to be very important for the success of the implementation.
•

Pro-active Approach

Implementation of electronic commerce system is quite different from
implementation of intra-organization information technologies. The need to market
the concept and persuade trading partners to get involved is critical. Success in
electronic commerce implementation is dependent on other parties, so without a
pro-active approach, it is quite impossible to get other parties involved.
•

Business Value

Businesses are most concerned with the real benefits that electronic commerce can
bring. The organization gains a detailed cost-benefit analysis and significant
business process advantages from electronic commerce.
•

Training and Educational Program

During an implementation program, employees are introduced to the new system
and encouraged to be involved in improving the system and its related process.
2. External Factors
•

Rapid Changes in Technology

The rate of change of the technologies and systems used in information systems
applications, as well as the business needs that result from these changes, have
forced organization to modify their business practices and processes at an
increasingly rapid pace. The rapid changes in technology and systems also increase
the difficulty of managing the change process.
•

Complexity and Compatibility of Technology and Process

The nature of electronic commerce, which works by linking multiple organizations,
tends to lead to complexity of both technology and process. In electronic commerce
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implementations, issues such as cultural differences and the problems of integrating
systems belonging to very different organizations should be carefully considered.

3.

Methodology

Based on the literature review, the success factors of implementing business-toconsumer electronic commerce, business-to-business electronic commerce, and
electronic business can be considered under four groups, as follows:
•

Organizational Factors

•

Business Factors

•

Technology Factors

•

Environment Factors

Therefore, to obtain a full understanding of the success factors of these systems,
these four aspects need to be focused on.

Target Organization Identification
Organizations that have already implemented and succeeded in business-toconsumer electronic commerce, business-to-business electronic commerce, and
electronic business were targeted to provide appropriate information for the study.
There are two main groups of target organizations. The first target group includes
corporate organizations that deal with business-to-consumer electronic commerce,
business-to-business electronic commerce, or electronic business. The second group
comprises Internet Service Providers (ISPs) and Application Service Providers
(ASPs) that provide electronic commerce or electronic business solutions for their
customers. The target ISPs and ASPs were identified according to their experience
in dealing with such applications. Some corporate organizations are clients of ISPs
or ASPs and were identified from the recommendations of ISPs or ASPs.
In this study, twenty organizations were selected as the first target organization
group: eight organizations implementing business-to-consumer electronic
commerce, six organizations implementing business-to-business electronic
commerce, and six organizations implementing electronic business. Ten
organizations were selected as the second target organization group: five IsSP and
five ASPs. The number of organizations in each target group are shown in Table 1.
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Target Organization Group

Number of Target
Organizations

Corporate Organizations
Implementing business-to-consumer electronic commerce

8

Implementing business-to-business electronic commerce

6

Implementing electronic business

6

Internet Service Providers (ISPs) and Application Service Providers
(ASPs)
ISPs

5

ASPs

5

Total

30

Table 1: The Number of Organizations in Each Target Group

Questionnaire Design
Questionnaires were designed as guidelines for interviews and collecting relevant
information from the target organizations about roles, current status, and success
factors in implementing business-to-consumer electronic commerce, business-tobusiness electronic commerce, and electronic business from. Four different
questionnaires were designed for corporate organizations implementing electronic
commerce, corporate organizations implementing electronic business, ISPs or ASPs
implementing electronic commerce, and ISPs or ASPs implementing electronic
business.

Data Collection
In the first group, eight corporate organizations implementing business-to-consumer
electronic commerce, six corporate organizations implementing business-tobusiness electronic commerce, and six corporate organizations implementing
electronic business were selected based on recommendations of ISPs or ASPs. They
were interviewed using the questionnaire created specifically for corporate
organizations.
As for the second group, five ISPs and five ASPs were selected based on their
experience in implementing electronic commerce or electronic business. They were
interviewed using the questionnaire for an ISP or ASP.

4.

Data Analysis and Results

Factor analysis was used to identify the main factors in the success of business-toconsumer electronic commerce, business-to-business electronic commerce, and
electronic business. The basis of the study is to find out the degree of importance of
each proposed factor.
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Success Factor Variables
The thirty target organizations were requested to weight the degree of importance
that each factor contributed to their application: business-to-consumer electronic
commerce, business-to-business electronic commerce, and electronic business.
Thirty-six success factors were collected based on related literature. Table 2
presents a summary of success factors used in this study. These factors were
measured on a ranking scale from one to six; one means “strongly disagree” and six
means “strongly agree.”
Success Factor Variables

Description

Company Policy

The executive leadership style directly encourages development; it
must be established inside the organization.

Company Strategy

A strategy must be set up to acquire the advantages over the
competitors.

Company Structure

The information structure must be improved to be ready for the
application development.

Technology Policy

The technology policy for developing the application must be
included in the planning.

Security Policy

A security policy must be set up together with the development
policy.

Business Culture (1)

The information culture must be changed to support the
development.

Business Culture (2)

Persuading trading partners to get involved in the business
environment

Business Value

The benefits and advantages for implementing the application must
be clearly identified.

Managing Security (1)

Secure transactions among trading partners, customers, and
suppliers.

Managing Security (2)

Transactions and payments must be performed correctly.

Technology Capability

Having enough technology for advanced information technology.

Marketing Environment

Examining the relationship between company and business
partners.

Commitment

Contributing to the progress of the implementation.

Trading Partner
Participation

Good relationship and trust between company and trading partners.

Enterprise Integration

Business applications must be aligned with the back-end systems
to provide total integration.

Enterprise Collaboration
(1)

Internet-enabled collaboration among trading partners.

nterprise Collaboration (2)

Changing core trading processes and strategy plan before the
development.

Managing Standards

Demanding standards between company and trading partners.
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Success Factor Variables

Description

Customer Relationship (1)

Supporting a demand for flexible and convenient product and
service delivery.

Customer Relationship (2)

Ensuring quality and consistency of customer relationships.

Building Trust

Building trust and customer loyalty.

Providing Added Value

Providing added value to customers.

Customers Make Decision

Giving enough choices and allowing customers to make decisions
themselves.

Return on Investment

Having a measurement and control mechanism to measure the
benefits from the development.

Specialization

Focusing on what the company does best

Process Visibility

Allowing customers and employees to access every stage of
product or service life cycle.

Team Management

Ability to form high-performance team.

Learning Organization

Encouraging knowledge sharing and information publishing within
company.

Recruitment

Hiring qualified personnel with both business and technical
knowledge.

Technology Convergence

Utilizing all types of technology use in the company.

Site Maintenance

Having enough employees to maintain the web sites.

Rapid Changes in
Technology

The development must support the changes in technology.

Technology Skills and
Supporting Tools

Having enough technology skills and technology tools to develop
the application.

Complexity of Technology

A variety of technology used to develop the application.

ISP Selection

Select an appropriate ISP to develop the application.

Laws and Regulations

Having clear understanding of the business law for on-line trading.

Table 2: A Summary of Success Factor Variables

Common Success Factors of Implementing Electronic Commerce
and Electronic Business
All thirty target organizations that had succeeded in B2C electronic commerce, B2B
electronic commerce, and electronic business were assigned to identify the factors
related to success in adopting electronic commerce and electronic business. The
thirty-six success factors variables were ranked using a ranking scale from one to
six, ranging from “strongly disagree” to “strongly agree.” Factor analysis was used
to group the success factors variables into a small group of meaningful factors.
Varimax rotation was used to interpret the factors. The factor loading value
expresses a percentage of the importance of that particular factor to the success of
adopting B2C electronic commerce, B2B elctronic commerce, and electronic
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business. Factors with a loading value higher than 0.5 were taken to be the potential
success factors of electronic commerce and electronic business.
Out of thirty-six success factors, twenty-seven were selected to be the potential
common success factors related to B2C electronic commerce, B2B electronic
commerce, and electronic business. The eight groups of factors are shown in Table
3.
Factor 1: Policy
1. Company Strategy
2. Commitment
3. Technology Capability
4. Company Policy
5. Technology Policy
6. Company Structure
Factor 2: Human Resources Management
1. Team Management
2. Recruitment
3. Learning Organization
Factor 3: Business
1. Business Culture (1)
2. Business Culture (2)
3. Return on Investment
4. Marketing Environment
5. Business Value
Factor 4: Customer Relationship Management
1. Customer Relationship (1)
2. Customer Relationship (2)
3. Building Trust
4. Providing Added Value
Factor 5: Technology
1. Technology Skills and Supporting Tools
2. Rapid Changes in Technology
3. Complexity of Technology
Factor 6: Security
1. Managing Security (1)
2. Security Policy
3. Managing Security (2)
Factor 7: Environment
1. Laws and Regulation
Factor 8: Organization
2. Process Visibility
3. Managing Standards

Factor Loading Value
0.808
0.785
0.784
0.724
0.584
0.553
0.899
0.882
0.784
0.899
0.865
0.765
0.618
0.600
0.887
0.767
0.637
0.554
0.928
0.918
0.808
0.836
0.663
0.654
0.730
0.725
0.595

Table 3: Common Success Factors
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5.

Conclusions and Recommendations

This study provides effective guidelines for achieving business success in businessto-consumer electronic commerce, business-to-business electronic commerce, and
electronic business. First, the significant roles and current status of development of
these applications were described. Second, the important common and specific
success factors among these applications were indicated. Finally, recommendations
for future studies involved in electronic commerce and electronic business were
described.

Roles and Current Status of Electronic Commerce and Electronic
Business
The uses of business-to-business electronic commerce, as well as electronic
business, are in the beginning phase, and growing. The business-to-consumer
electronic commerce is more widespread than business-to-business electronic
commerce and electronic business. Currently, the Internet-based development is
used to fulfill the adopting of business-to-consumer electronic commerce, businessto-business electronic commerce ,and electronic business.
There are two significant types of organizations dealing with implementation of
electronic commerce and electronic business: corporate organization and Internet
Services Provider (ISP) or Application Service Provider (ASP). The relationship
among the companies has been established in order to develop their electronic
commerce or electronic business based on Internet-based development.

Important Common Success Factors
According to data analysis and results, the suitable indicators for developing
business-to-consumer electronic commerce, business-to-business electronic
commerce, and electronic business are summarized in Table 4.

Important Specific Success Factors
Based on the interviews with senior managers and application developers of the
organizations that have succeeded in adopting business-to-consumer electronic
commerce, business-to-business electronic commerce, and electronic business, the
important specific success factors of implementing for a particular application, as
shown in Table 4 are the following:

B2C Electronic Commerce Specific Success Factors
Interviews with ten corporate organizations that have succeeded in dealing with
business-to-consumer electronic commerce have identified the following specific
success factors:
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Type of Application

Specific Factors

Common Factors
Policy Factors

Business-toConsumer
Electronic
Commerce

•

Company Strategy

•

Marketing Management

•

Technology Capability

•

Attractive Website

•

Company Policy

•

Building Connection

•

Technology Policy

•

Company Structure

Human Resources Management
Factors
•

Team Management

•

Recruiting

•

Learning Organization

Business Factors
Business-to-Business
Electronic
Commerce

•

Business Culture

•

Readiness of Trading
Partners

•

Return on Investment

•

•

Marketing Environment

Information Integration

•

•

Business Value

Completeness of
Application

Customer Relationship Management
Factors
•

Customer Relationship

•

Building Trust

•

Providing Added Value

Security Factors
Electronic Business

•

Managing Security

•

Security Policy

•

Business Model

•

Readiness of Organization

Environment Factors

•

Enterprise Integration

•

Laws and Regulations

Organization Factors
•
•

Process Visibility
Managing Standards

Table 4: A Summary of the Common and Specific Success Factors
•

Marketing Management

To succeed in B2C electronic commerce, the organizations should consider the
marketing strategy as same as they would do in traditional business to increase the
number of customer transactions purchased on the web site, such as making an
attractive sales promotion.
271

Vatcharaporn Esichaikul, Sivaporn Chavananon

•

Attractive Web site

The web site is the first impression the customers receive when entering to make a
purchase. The web site design must make the imprint to the customers and motivate
them to buy the products or services. Also, the maintenance of the web site should
be done often in order to update the product or service information.
•

Building Connections

To promote the web site to worldwide customers, a connection with a portal site
or online trading community is important. It will bring the web site of the
organization into the products or services category, thus making it easy for
customers to find those products. This is a method to link the web site with the
others in order to increase the number of customers who visit the web site as
well as increasing the chances of selling the products or services.

B2B Electronic Commerce Specific Success Factors
Based on the interviews with ten corporate organizations, who are the target group
of studying business-to-business electronic commerce success factors, the specific
success factors were identified as follows:
•

Readiness of Trading Partners

To succeed in business-to-business electronic commerce, the corporate
organizations must consider the readiness of their appropriate trading partners to get
involved in business-to-business electronic commerce. The invited trading partners
must be ready to participate in term of infrastructure and business. For business,
trading partners getting involved should prepare their business to get the benefits
from participating.
•

Information Integration

The organizations must prepare themselves for being business-to-business
electronic commerce companies. Maybe the organizations should change their
information culture within the organizations to be ready for integrated one.
Information regarding supply chain and selling chain must be integrated into a
standardized format in order to share information among trading partners.
•

Completeness of Application

The organizations must examine their business in order to determine the appropriate
business-to-business electronic commerce application. Some organizations may be
fit for a particular application, not a full- scale one. The business-to-business
electronic commerce application must also perform its work perfectly. All functions
must perform correctly, as stated in the application requirement.

Electronic Business Specific Success Factors
The specific success factors for adopting electronic business that were identified by
the interviews are the following:
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•

Business Model

Before making a decision to implement electronic business application, the
organizations should consider and settle on a business model that is appropriate.
The business model must serve all their business strategies and gain some benefits
after the implementation, as defined. Some organizations hire an ASP or consulting
firm to analyze their business and design the business model instead of doing it
themselves.
•

Readiness of Organization

The organization must be ready to become an electronic business firm. Every
department should clearly understand its roles and operations after adopting
electronic business and prepare itself for any changes in case of implementation.
•

Enterprise Integration

To succeed in electronic business, the organization must integrate their business
into one integrated system in order to reach one standard. It must streamline the
business to gain the most benefits. Each business sector must change the traditional
business to fit with the new system.

Recommendations for Further Study
The results of the study mainly focus on the development of electronic commerce,
both business-to-consumer electronic commerce and business-to-business electronic
commerce, and electronic business in organizations. The future studies could
investigate in the significant role of Application Service Providers (ASPs) to
provide the successful implementation of electronic commerce and electronic
business to the organizations.
In addition, a future study should be focused on a specific industry succeeding in
adopting the electronic commerce or electronic business, to acquire the useful
specific success factors in that particular industry. Besides, an investigation of the
strategic planning of an organization to deploy electronic commerce and electronic
business could be an alternative approach for a further study.
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Appendix: Definitions of E-Commerce and E-Business
Business-To-Consumer
Electronic Commerce
(B2C E-Commerce)
definition

A modern business methodology using technology to streamline
your business model, creating savings and increasing efficiency. It
is about lowering costs and establishing closer, more responsive
relationships with your customers. It is focused on personal buying
decision.

Business-To-Business
Electronic Commerce
(B2B E-Commerce)
definition

A modern business methodology using advanced technology which
addresses the needs of organizations and merchants to reduce costs
while improving the quality of products and services , and also
increasing the efficiency of business communication and the
speeds of delivery. It is used to streamline a business process
among suppliers and business partners.

Electronic Business
(E-Business) definition

It is the complex fusion of business processes, enterprise
applications, and organization structure necessary to create a high
performance business model. It is about streamlining current
business processes to improve operating efficiencies.

References
[1]

Anders, G., 1998. Why and Where Internet Commerce Is Succeeding. Dow
Jones, Special Report-Selling Points: The Year on the Net-WSJ Interactive
Edition.
<URL: http://interactive.wsj.com/public/current/articles/
SB912719949440084500.htm>

[2]

Bloch, M., Pigneur, Y. and Segev, A., 1996. On the Road of Electronic
Commerce-a Business Value Framework, Gaining Competitive Advantage
and Some Research Issues. Fisher Center Research, Publications,
University of California, Berkeley.
<URL: http://haas.berkeley.edu/~citm/road-ec/ec.htm>

[3]

Carton, S., 2000. The Secret to E-Business. ClickZ Corporation.
<URL:
http://www.clickz.com/cgi-bin/gt/cz/cz.print.me.html?article=1666>

[4]

Chan, C. and Swatman, P.M., 1999. B2B E-Commerce Implementation:
The Case of BHP Steel. eCommerce Research Forum, MIT, Working paper
1999/11. <URL:
http://mis.deakin.edu.au/research/Working_Papers_99/99_11_Chan.pdf>

[5]

Chan, C. and Swatman, P.M., 1999. Success and Pitfalls of an E-commerce
Implementation: The BHP Steel experience. eCommerce Research Forum,
MIT, Working paper 1999/12.<URL:
http://mis.deakin.edu.au/research/Working_Papers_99/99_12_Chan.pdf>

[6]

Cooper, D.R., and Schindler, P.S., 1998. Business Research Methods,
Singapore: McGraw-Hill, 6th Edition.

274

Electronic Commerce and Electronic Business Implementation Success Factors

[7]

E-Commerce. Deal Consulting, 1997.
<URL: http://www.dealconsulting.com/technology/ecomm.html>

[8]

Griffin and Robert Kenneth, 1995. Critical Success Factors of Lodging
Yield Management System: An Empirical Study. Ann Arbor, Mich.: UMI
Dissertation Services.

[9]

Hoard, B., 2000. Roadmap to E-Business Success. Unisys Corporation.
<URL: http://www.unisys.com/execmag/2000-01-02/journal/feature1.htm>

[10]

Kalakota, R. and Robinson, M., 1999. e-Business Roadmap for Success.
Massachusetts: Addison-Wesley Longman.

[11]

Kalin, S., October 1999. It’s Not Easy Being B2B. CIO Magazine.
<URL:
http://www2.cio.com/archive/printer.cfm?URL=webbusiness/
100199_infra_print.cfm>

[12]

Nelson, T.D., 2000. e-business. TeachTarket.com.
<URL: http://www.whatis.com/ebusines.htm>

[13]

Nelson, T.D. and Ketel, M.V., 2000. e-commerce. TeachTarket.com.
<URL: http://www.whatis.com/ecomerc.htm>

[14]

Newton, S., 1999. Successfully implementing an E-Business solution. IT
Contracting. <URL: http://www.clubfilemaker.com/articlenewton1.htm>

[15]

Phillips, C., and Meeker, M., 2000. The B2B Internet Report Collaborative
Commerce. Morgan Stanley Dean Witter: Equity Research North America.
<URL: http://www.msdw.com/mrchuck/B2Breport.html>

[16]

Rockart, J., 1979. Chief Executives Define Their Own Data Needs.
Harvard Business Review.

[17]

Silverstein, B., 1999. Business-to-Business Internet Marketing. Florida:
Maximum Press.

[18]

Slater, D., 1999. What is E-Commerce?. Enterprise Magazine. <URL:
http://www2.cio.com/archive/printer.cfm?URL=enterprise/061599_curve_
print.cfm>

[19]

Tian, Z., Liu, L.Y., Li, J., Chung, J. and Guttemukkala, V., 1999. Businessto-Business e-Commerce with Open Buying on the Internet. IBM Institute
of Advanced Commerce. <URL: http://www.ibm.com/iac/papers/obipaper/index.html>

[20]

Watson, R.T., Berthon, P., Pitt, L.F. and Zinkhan, G.M., 1999. Electronic
Commerce: The Strategic Perspective. Texas: Harcourt Brace College
Publishers.

275

